Summary. The current article presents an attempt to provide the definition of advertising slogan as no uniform definition of the slogan exists in scientific literature. The article also gives the definition and analysis of language of advertising from linguistic point of view and specifies linguistic means used in advertising texts. The paper describes the use and purpose of linguistic devices in print advertising. The body of 100 English advertising slogans chosen for the analysis on the random basis were divided into three groups with the focus on the language and rhetorical devices used in them. The most and least often used figurative language, sound techniques and rhetorical devices were identified.
Introduction
Nowadays, people are bombarded with thousands of advertising messages on a daily basis and therefore are unable to remember all the advertisements. In most cases people just tend to ignore the messages they are exposed to. As people have become more sophisticated, fastidious and not easy to convince, marketers have to make advertisements even more capturing the attention and memorable. One of the ways of doing so is a good advertising slogan.
Advertising slogans are an important part of any advertising campaign. Being short and memorable, advertising slogans have been used by large corporations and small business companies for more than a century. The purpose of these catchy phrases is to draw the attention of a potential customer and help to distinguish a product or service from the majority of others in the market. According to Marketing.Degree.net website, slogans are "the most effective means of drawing the attention of the general public or consumer base to one or more aspects of a product" (http://www.marketingdegree.net/resources/ famous-slogans/), while all the visual or audio materials, such as jingles, pictures, video, etc. only help to further consolidate the slogans in the minds of customers.
Some scholars (Myers 1997 , Cook 2006 compare the language of advertising to the poetic language, which is used by authors to create a special effect. Thus, the language of advertising, and especially of slogans, can be called a special language that helps to grab attention and make a person remember the slogan and the brand it advertises.
The object of the research is English advertising slogans of the world's famous brands. The material of the current research is a body of 100 slogans of different brands, each of them covering one segment of products that satisfy everyday needs. The slogans were sampled for the analysis on the random basis from the Internet sources, TV and radio commercials, newspapers and magazines, and then put in alphabetical order according to the first letter of a brand name. To exemplify the stylistic devices discussed below the slogans are given with the number of the slogan in the sampled slogans list in square brackets, whereas the brand name -in brackets after the slogan.
The aim of the present paper is 1) to define and explain the meaning of advertising slogan, pointing out its characteristics, and 2) to identify and analyze some stylistic features (language and rhetorical devices, figurative language and sound techniques) used in English advertising slogans of the world's famous brands; to evaluate the frequency of use of the stylistic features in slogans; to identify the most common stylistic devices used in English advertising slogans.
The following methods were used for the current study: 1. The descriptive method was used to define, explain, and clarify the meaning of the slogan. 2. Theoretical literature analysis was used to provide some theoretical background to the problem. 3. The stylistic analysis of slogans was used to identify the stylistic devices used in slogans.
In his book "English in Advertising: A Linguistic Study of Advertising in Great Britain", Leech (1972) maintains that the slogan is a short phrase used by the company in its advertisements to reinforce the identity of the brand. In his opinion, slogans are more powerful than companies' logos and can be easily remembered and recited by people. Also, the scholar states that slogans have to clearly state the main idea of the advertisement, i.e. they have to be easy to understand.
Rein defines an advertising slogan as a "unique phrase identified with a company or brand" (Rein, 1982, 49) . The scholar asserts that the slogan, which is kind of a presentation of the main idea of the advertising campaign, has to "command attention, be memorable and be brief" (Rein, 1982, 54) .
Godin (2005) refers to the advertising slogan as a "scenario", which attracts a potential customer.
The idea that the slogan is a tool that helps a customer to identify the brand is also maintained by Dowling and Kabanoff who state that advertising slogans are a few words that "appear beneath or beside the corporate name at the bottom of a print advertisement and are separated from the body copy for easy recognition" (Dowling and Kabanoff 1996: 64) . According to these authors, the advertising slogan is not only memorable itself, but also helps to memorize the brand or company.
Similarly, in her article, Smetonienė states that advertising slogans can help memorize the advertisement itself, because "they remind of and consolidate ideas presented in the introduction" or "clearly express the main idea of the advertisement" (Smetonienė 2001: 83) .
Kohli et al (2007) define the advertising slogan as one of the three elements of brand identity.
In Clow and Baack's (2012) view, the advertising slogan is an easily remembered catchy phrase that makes a key point about the company's image to the customer.
In the article "The Importance of Ad Slogans", Hamlin describes the advertising slogans as "catchy, declarative phrases that use devices such as metaphors, alliteration or rhymes with simple, vibrant language" (http://smallbusiness.chron.com/importance-ad-slogans-31343.html), which, even without mentioning the company's name or product, help people remember the brand.
Various authors define the advertising slogan taking into consideration its specific characteristics, or simply present its synonyms. Although there is no uniform definition in the scientific literature that would include all the characteristics and functions of the advertising slogan, all the above mentioned definitions share a common idea. Thus, we would define the advertising slogan as a short catchy phrase related to a specific brand, which defines, presents, and helps customers remember the key concepts of a brand or advertising campaign itself.
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Linguistic Aspects in Advertising Slogans
Many scholars, such as Leech (1972), Myers (1997) According to the mentioned scholars, at the graphic level slogans demonstrate the usage of full or partial capitalization as well as unconventional spelling, while at the phonological level the extensive use of rhyme, alliteration, assonance and (less often) onomatopoeia can be observed. At the lexical level scholars point out the use of pronouns, unqualified comparison, coined words, numerals, adjectives and verbs. Everyday sentences/phrases, imperative sentences, questions, tense, idioms or proverbs, ellipsis, parallelism, repetition (anaphora, epiphora) are used at the syntactic level. Puns, metonymy, metaphor, synecdoche, personification, simile, hyperbole, antithesis can often be identified at the semantic level.
In our analysis of advertising slogans we will focus on language and rhetorical devices, i.e. figurative language and sound techniques that are used for effective slogans at the phonological, lexical, syntactic and semantic levels.
Figurative language
The analysis of sampled slogans has shown that the most often used examples of figurative language in English advertising slogans are: simile, metonymy, metaphor, pun (word play), personification, apostrophe, symbol, and paradox. (Cuddon, 1999, 830) . According to , simile usually helps to promote some positive characteristics of the advertised product (or service) and/or highlight and strengthen emotional representation of its features:
Simile is "a figure of speech in which one thing is likened to another, in such a way as to clarify and enhance an image. It is an explicit comparison (as opposed to the metaphor, q.v., where the comparison is implicit) recognizable by the use of the words 'like' or 'as'"
[30] Easy as Dell (Dell) [38] Now hands that do dishes can feel soft as your face (Fairy Washing Liquid)
Cuddon defines metonymy as "a figure of speech in which the name of an attribute or a thing is substituted for the thing itself" (Cuddon, 1999, 510 Myers states that metonymy is commonly found in advertisements "where the product is associated with some person or surroundings" (Myers, 1997, 127-8) .
During the analysis, in a number of advertising slogans metaphor was identified. Metaphor contributes to the aesthetics of the message and emphasizes the main idea, describing one object in terms of another, usually by means of implicit comparison. When using a metaphor, two seemingly unrelated things are compared by stating that one is the same as the other; this helps to see the similarities or connections which would remain unrevealed if not by the metaphor:
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[84] It's how the smooth take the rough (Range Rover)
[91] Get TIME, ahead of time (TIME Magazine)
[100] The appliance of science (Zanussi) Pun or word play is often used by advertisers because they rely on lexical items with more than one meaning; sometimes a word play occurs when the different words are homophones or homonyms. The pun/word play is based on ambiguity, although, according to Leech, in advertising language ambiguity "hinges on the orthography rather than on pronunciation" (Leech, 1972, 184) . suggests that puns "can work miracles", especially when advertising slogans help build brand identity by using the brand name as a part of word play, which can "can interest and impress the people with its smartness and its novelty".
Personification is "the impersonation or embodiment of some quality or abstraction; the attribution of human qualities to inanimate objects. Personification is inherent in many languages through the use of gender" (Cuddon, 1999, 661) . Advertisements can often use personifications when inanimate objects or abstractions are endowed with human qualities to make it more dramatic, interesting and more attractive, because we can better relate to the objects which are personified. Symbol "is an object, animate or inanimate, which represents or 'stands for' something else" (Cuddon, 1999, 885) . In the examples below a diamond is a symbol of love and commitment, and a ring is a symbol of continuing affection and appreciation, while the trilogy ring is the representation of the past, present and future of a relationship:
[27] A Diamond is Forever (DeBeers diamonds) (Cuddon, 1999, 634) .
[33] Nothing sucks like an Electrolux (Electrolux)
Sound techniques
Among the sound techniques most often used in English advertising slogans the following can be observed: rhyme, alliteration, assonance, consonance, rhythm, and onomatopoeia.
One of the dominant sound techniques in English advertising slogans is rhyme, which, according to Cuddon, is "the formalized consonance of syllables" (1999, 750). It should be noted that rhyme refers to the way the word is pronounced, not spelled. In Leech's (1972) view, rhyme makes the slogans and headlines appear striking and easier to remember. Consider the following examples:
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Another dominant sound technique identified in the body of the sampled slogans is alliteration. In his book, Cuddon defines alliteration as "a figure of speech in which consonants, especially at the beginning of words, or stressed syllables, are repeated" (1999, 23) . In his work, Myers (1997) states that in slogans alliteration with its similarity in sound often plays against dissimilarity in meaning and makes the listener more aware of the contrast.
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Rhythm is "the movement or sense of movement communicated by the arrangement of stressed and unstressed syllables and by the duration of the syllables" (Cuddon, 1999, 753) . Rhythm is usually perceived on a subconscious level and makes the slogan a memorable, repeatable sentence. Neat rhythmical passages are referred to as meter, and the metrical scheme, as Leech puts it, "may easily pass unnoticed" (Leech, 1972, 186) .
[54] Live your life, love your home (IKEA)
Another sound technique found in only two analyzed slogans is onomatopoeia. Onomatopoeia is based on "the formation and use of words to imitate sounds. It is a figure of speech in which the sound reflects the sense. As a rule it is deliberately used to achieve a special effect" (Cuddon, 1999, 614-615) . Moreover, it makes the idea more expressive, interesting and it has an effect on the readers' senses. 
Other rhetorical devices
Among other rhetorical devices often used in slogans the following can be observed: repetition (anaphora, epiphora), comparison (unqualified comparison), parallelism, antithesis, and hyperbole.
In this group of rhetorical devices repetition is the most frequently used. Repetition according to Cuddon is "an essential unifying element in nearly all poetry and much prose. It may consist of sounds, particular syllables and words, phrases, stanzas, metrical patterns, ideas, allusions and shapes" (1999, 742). The type of repetition when words or goups of words in successive clauses are repeated, this is a rhetorical device called anaphora (Cuddon, 1999, 37). It is used to appeal to the emotions of the audience in order to persuade, inspire, motivate and encourage them. In case each sentence or clause ends with the same word, this type of repetition is called epiphora/epistrophe (Cuddon, 1999, 279) . All these types of repetition lay emphasis on a particular idea. Consider the following examples: 
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Hyperbole is "a figure of speech which contains an exaggeration for emphasis" (Cuddon, 1999, 406) . In the examples below, hyperbole is used to emphasize the best features of the advertised objects: 
Discussion and results
The list of 100 sampled English advertising slogans was divided into three groups with the focus on the language and rhetorical devices used in them: 1) figurative language, 2) sound techniques, 3) other rhetorical devices. The first group contains the slogans that exemplify the use of figurative language (simile, metonymy, metaphor, pun (word play), personification, apostrophe, symbol, and paradox) and makes up 40% of all the analyzed slogans, i.e. 40 slogans. The second group contains slogans based on various sound techniques (rhyme, alliteration, assonance, consonance, rhythm, and onomatopoeia) and makes up 32% of all the analyzed slogans, i.e. 32 slogans. The third group contains slogans with other rhetorical devices (repetition (anaphora, epiphora), comparison (unqualified comparison), parallelism, antithesis, and hyperbole) and makes up 28% of all the analyzed slogans, i.e. 28 slogans. The distribution of language and rhetorical devices in slogans is shown in Fig. 1 . 
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The distribution of figurative language in the first group of slogans is presented in Fig. 2 . As it can be seen from Fig 2, paradox is used in 1% (1 slogan), simile is used in 2% (2 slogans), personification in 2% (2 slogans), metonymy in 3% (3 slogans), symbol in 3% (3 slogans), metaphor in 6% (6 slogans), apostrophe in 7% (7 slogans), and pun in 16% (16 slogans) of all the sampled slogans. The most often used device in this group is pun, which occurs in 16% of slogans. The rarest language device in this group is paradox, which was identified in 1 slogan.
Figure 2. Distribution of figurative language in slogans.
The distribution of sound techniques in the second group of slogans is presented in Fig. 3 . As it can be seen in Fig. 3 , rhythm is used in 1% (1 slogan), onomatopoeia in 2% (2 slogans), consonance in 4% (4 slogans), assonance in 4% (4 slogans), rhyme in 10% (10 slogans), and alliteration in 11% (11 slogans) of all the sampled English advertising slogans. The most frequently used sound technique in this group of slogans is alliteration that occurs in 11% of all the analyzed slogans, while the rarest sound technique is onomatopoeia (only 2 slogans, which make 2% in the list). 
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The distribution of other rhetorical devices in the third group of the analyzed slogans is presented in Fig. 4 . As it can be seen from Fig. 4 , antithesis is used in 2% (2 slogans), hyperbole in 4% (4 slogans), parallelism in 4% (4 slogans), comparison in 5% (5 slogans), and repetition in 13% (13 slogans) of all the sampled slogans. The most frequently used device in this group is repetition, which makes up 13% of all the analyzed slogans, and the rarest device is antithesis, which was identified in 2% of all the sampled slogans. To sum up the results of the research, three language devices most often used in English advertising slogans are pun (16% of the analyzed slogans), repetition (13% of the analyzed slogans), and alliteration (11% of the analyzed slogans), while the rarest language devices used in English advertising slogans are: paradox (1% of the analyzed slogans), rhythm (1% of the analyzed slogans), personification (2% of the analyzed slogans), onomatopoeia (2% of the analyzed slogans), antithesis (2% of the analyzed slogans), symbol (3% of the analyzed slogans), and metonymy (3% of the analyzed slogans).
Conclusions
1. Though the definition of advertising slogan varies from author to author, all the definitions share a common idea that the advertising slogan is a short catchy phrase related to a specific brand and defines, presents and helps customers remember the key concepts of a brand or advertising campaign. 2. The analysis demonstrated that 40% of the sampled slogans contained figurative language, 32% of slogans used sound techniques, and 28% of the analyzed slogans were made using other rhetorical devices (repetition, comparison, parallelism, antithesis, and hyperbole). 3. The tendency is that 16% of all the sampled English advertising slogans exhibit the usage of pun (word play), while simile, personification, and paradox are the rarest 
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examples of figurative language and make up 2%, 2%, and 1% of all the analyzed slogans respectively. 4. The most often used sound technique in English advertising slogans is alliteration, which was identified in 11% of the sampled slogans, while rhythm and onomatopoeia can be considered the rarest sound techniques used in slogans as they were found in 1% and 2% of the analyzed slogans respectively. 5. The most often used rhetorical device in the other rhetorical devices list is repetition, which was observed in 13% of all the sampled slogans, while the rarest is antithesis, which was identified in 2% of the analyzed slogans.
